Service marketing mix focuses on the needs of the customers in the banking sector. Service marketing mix is as a tool for achieving the customer-orientation in practice. Service marketing mix such as product, price, place, promotion, people, process and physical evidence are instrumental in satisfying the needs of customers (Kotler, 2003 place, promotion, price, people, process & physical evidence and customer satisfaction are 0.707, 0.605, 0.685, 0.665, 0.684, 0.504 and 0.670 
Introduction
of studies with respect to the relationship between few selected elements of service marketing mix and customer satisfaction. Dixit (2004) studied about successful and effective on marketing. Study found that the design of new products that meet customers' need and well-equipped staff with adequate knowledge.
Study also found that long-term strategies should be adopted to convert the entire organization into a customer-oriented one. In another research conducted by Gupta and Mittal (2008) , it was found that it is very important to have a well-designed promotional strategy to promote banking services effectively to satisfy customers. There are also studies that highlight promotional influence on customer deposits. Rao (1982) 
Research Question and Objective
Researcher raises "is there impact of service marketing mix on customer satisfaction" as research question. This research question is translated into research objective termed as "to know the impact of service marketing mix on customer satisfaction".
Significance of the Study
Studies found that banking industry has become extremely competitive in today's World.
Nowadays, service marketing mix creates the more opportunity for maintaining existing customers and attracting new customers that provides satisfied customers. Studies found that customer satisfaction is important to get enough price payment. Homburg, et. al., (2005) conducted a study to find the relationship between customer satisfaction and willingness to pay. The study revealed the existence of a positive impact of customer satisfaction on willingness to pay. Findings of previous studies proved that service marketing mix is crucial for competitive advantage. Al-Debi and Mustafa (2014) found that there is impact of services marketing 7 Ps such as such as product, price, place, promotion, people, physical evidence, and process in the achieving of competitive advantage in five stars hotels in Jordan. This study is significant this is because service marketing mix improves the conditions of cooperative shops. Study conducted by Yasanallah and Vahid (2012) found that the marketing mix (7Ps) improved the conditions of such cooperatives in cooperative shops.
Review of Literature
For this study, numbers of previous researches were reviewed. Ismail and Safrana (2015) found that the marketing strategy has impact on customer retention in handloom industry. Results (2012) found that product, place, price, personnel and process have significant impact on tourists' satisfaction.
Conceptual Model
The above findings and the reviews of literature helped the researcher to derive the following conceptual model. 
Method of Data Collection
Primary source of data are used for the present study. Primary data source is the questionnaire.
For collecting data, questionnires were distributed among the customer for each branch of Bank of Ceylon during the banking hours without disturbing the employees at banks.
Techniques of Data Analysis
Collected data were analysed with several techniques such as correlation and regression. (Source: Altman and Bland, 1983; Hinkle, Wiersma and Jurs, 2003, Ismail, 2015) 
Testing of Hypotheses
All the hypotheses set are tested and results are presented in Table 3 .
Test of hypotheses have proved that all the nulls are rejected and all the alternatives are accepted.
Acceptance of all the alternatives refer to that service marketing mix such as product, place, promotion, price, people,process and physical evidence are related with customer satisfaction.
In other words, service marketing mix has relationship with customer satisfaction.
Regression Analysis

Model Summary Table 4 has the output values
Analysis of Variance
In terms of the ANOVA Table   6 , all these coefficient values are significant. Table 6 tabulates the coefficient values. 
Conclusion
